

Introduction
Travel is still considerably more expensive compared to before the Covid 19, which had a significant impact on tourism around the world (Bharwani & Mathews, 2021). Hotel businesses must work to offer competitive rates based on demand in order to attract tourism. Marriott's declared mission is to improve the lives of its visitors by encouraging and facilitating unmatched travel and shopping possibilities.
There are several methods the business can structure and improve its marketing strategy to boost sales while addressing both economic and political challenges. In this report, we will look into the possible ways Sheraton Hotel can attract new customers, as well as retain the customer base.
Sheraton Hotel Background
Ernest Henderson and Robert Moore, launched the Sheraton chain of hotels in 1933. The first hotel to list on the Stock Exchange of New York was Sheraton in 1945. When Sheraton acquired two Canadian hotels in 1949, it was able to grow abroad. The Sheraton-Boston Hotel became the 100th Sheraton facility to open its doors in 1965.
Like many others, the hotel chain also faced drastic changes in customer retention over the last pandemic. For the brand with such heritage, the hotel needs to upheld their quality to their customer, while also adjusting many policies and to make changes to accommodate the newer trends in the hotel and tourism industry for the post pandemic era (Aznar et al., 2016). Thus, to promote their brand, they need a more refurbished marketing plan.
Marketing Plan for Sheraton Hotel
Upholding their brand value, Sheraton needs a on flowing guests and clients to keep the business going. Below are some of the marketing ideas which can help the hotel chain regain its business and also to promote themselves better specially after the post pandemic era.
Monitoring SEO And Marketing Online
One of the major ways of hotels to market themselves, is by promoting them online, through various social media and popular travel platforms and services. The hotel should ensure that they are easy to search and find by any users. They should also emphasise on the user interface of their current websites, so potential travellers find it easier to use and navigate through (Dowling, 2004).
Moreover, the hotel should also work with digital marketing agency to boost their websites and advertisements to engage more attractions and also to gain newer customers, especially for the post pandemic era (Bharwani & Mathews, 2021).
Targeting The Right Audience
What kind of lodging do the hotel promotes, and who are the normal visitors? It is necessary to segment and target these two audiences differently. This can also vary depending on the location, as well as the social event, type of people to visit there, as well as the affordability of such people (McCartney, 2020).
To market their hotel and services provided, the hotel should design the appropriate message for the right individual at the correct time. Sheraton Hotel must take the time to understand target audiences, as it can significantly increase the gest number, as well as increase the possibility of newer long-time clients.
Progressing With Local Entities
Having as many branches as the Sheraton Hotel, they have a wide range of local possibilities for each of their hotel branches. The hotel chain must get to appreciate the neighbouring businesses, whether they are famous eateries, stores, just tourism agencies. Establishing relationships with local entrepreneurs is a terrific approach to form alliances and jointly promote the businesses, especially when there are many competitors within a locality.
Moreover, as the covid has had its effects on all forms of tourism service providers, having to work together to build up the tourism within a locality can benefit all (Bharwani & Mathews, 2021).
Promoting The Tourism Itself
There's a good chance that many prospective travellers are still unsure of whether the city or region wherein the hotel is situated is the one in which they'd like to spend their valuable time, especially in this post pandemic era (Bharwani & Mathews, 2021). Thus, the hotel shouldn't limit their attention to the services that the hotel provides. While it is a good idea to advertise the amenities and the suits, its location should also be highlighted.
Moreover, promoting tourism and building up a local community can help in the long run. As more tourist are interested to visit a certain area, it should lead to greater repeating clients, and promotions through word of the mouth.
Justifying the Offers
Although there has been some industry conjecture to the effect that millennials dislike customer loyalty, it can be greatly beneficial as well. Similar to everyone else, consumers like receiving incentives, but their preferences for rewards differ significantly from those of the usual business visitors who are the focus of most loyalty points (McCartney, 2020). According to research, people who are interested in new experiences find room upgrades to be extremely stimulating, whereas business travellers find them to be far less so (Dowling, 2004).
Identifying Repeated Travellers
Brand loyalty among business travellers frequently rests on the products that make the experience less isolating, monotonous, repetitive, or unpleasant. While tough, creating spaces that stand in for relatives or home may provide enormous dividends for companies who can do it well (Song, 2022). Personal touches from staff members, gestures made when things are not going particularly well, and offerings that demonstrate your familiarity with the person all help to establish a strong bond between the hotel and the guest (Aznar et al., 2016).
The hotel should provide experiences for visitors that foster a sense of belonging, community, and connections. They can build on the positive and stop putting in needless effort by knowing what drives repeat business.
Ensuring Safety And Hygiene
Since the Covid-19, health and safety have never been anything to be sacrificed, and they should now be treated with even greater seriousness. The hotels should be more specific about how they intend to guarantee the safety of its staff and guests, particularly in the event of a pandemic (Aznar et al., 2016).
The hotel can strive to encourage vaccination among employees and visitors, but it should also make an effort to abide by established government regulations and avoid any forms of discrimination or extra measures that can later prove to be burdensome and deter visitors.
Conclusion
For a brand with such a rich history, the hotel must uphold its reputation for excellence while also changing many of its rules to reflect the newest trends in the hotel and tourist sectors for the post-pandemic period (Bharwani & Mathews, 2021). Understanding target markets is important for the Sheraton Hotel chain since it may both boost the number of current customers and perhaps attract new ones. Getting to know local company owners is a great way to forge partnerships and promote your companies together, especially when there are many of rivals in your community (McCartney, 2020).
Visitors should have experiences at hotels that promote a sense of connection, community, and belonging. Safety and well-being have never been anything to compromise since the Covid-19 catastrophe, and they need to be taken even more seriously going forward. The hotel can work to promote immunization among staff and guests, but it should also try to adhere by existing legal requirements.
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                                                           The company Ernest Henderson and Robert Moore established the Sheraton hotel chain in 1933. Sheraton became the first hotel to list upon this New York Stock Exchange in 1945. Sheraton was able to expand internationally after it bought two hotels in Canada in 1949. In 1965, the Sheraton - Boston Hotel opened its doors as the 100th Sheraton establishment.
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                                           Justifying the Offers ● Consumers like receiving incentives, but their preferences for rewards differ significantly from those of the usual business visitors who are the focus of most loyalty points. Marketing Plan           Identifying Repeated Travellers ● The hotel should provide experiences for visitors that foster a sense of belonging, community, and connections. They can build on the positive and stop putting in needless effort by knowing what drives repeat business
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                                             While adapting many of its standards to take into account the most recent developments in the hotel and tourism industries for the post - pandemic period, the Sheraton Hotel group must preserve its reputation for quality. When there are numerous competitors in your area, getting to know local business owners is a terrific approach to create alliances and market your firm's together. Since the Covid - 19 disaster, safety and wellbeing have never been anything to compromise, and they must be treated with more importance moving ahead. Conclusion
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